
This month:
The Green Movement—will it move 
moms to build new brand loyalties?
Interest in “going green” is at an all time high.  In 
fact, according to Information Resources roughly 
half of American consumers take into account 
“sustainability” when choosing a brand, 29% look 
for environment-friendly products or products with 
environment-friendly packaging, and 39% look for 
organic products.

The national consensus is that “green” is good; but 
what’s on the minds of America’s gatekeepers—
moms?  We recently fielded a MomConnection® study 
to discover the needs and opportunities for eco-
marketers when targeting moms.

Moms:  An Untapped Market for Green Brands 
The mom market offers huge potential to marketers 
of environmentally friendly alternatives to traditional
household and babycare products. Though a little 
more than half of the moms surveyed are aware of 
these products, a significant percentage are unaware 
they are even an option!  

The primary entry point for moms into the eco-market
is through surface cleaners and laundry detergent 
(20% say they currently use green household surface 
cleaners; 12% use green laundry detergent), but 
with more information to heighten awareness, moms 
are likely to migrate to other eco-friendly categories.

What’s her mindset? 
Moms are clearly motivated, receptive, and are the 
primary decision makers in the choice to go green.   
But the attitudes revealed in the study illustrate 
that they need more from marketers —more 
information, more family-centered benefits, and 
more reasons to make changes now.

Agree strongly/agree somewhat 

         Moms are more likely than non-moms to go    	
         green IF they have information about how  	
         it will benefit their family.

         Moms are the gatekeepers of green for the 	
         family, deciding which products will be  	
         purchased for the household.

         I believe that we must protect the earth 	
         for our kids to inherit.

What does this mean for you? 
The missing piece of the puzzle for eco-marketers 
is, frankly, marketing.  Mom needs targeted, specific 
communication that clearly identifies the benefits of 
all-natural, non-toxic, and organic products for her 
family.  Give her good reason to go green—for her 
kids, for the earth, and for generations yet to come, 
and you’ve got her hooked.

Tell us what you want to know
Have an issue that needs exploring? A question
you’d like answered? Send us your requests for future 
“Mom Matters” issues and we’ll take it from there.

To submit questions or for more information on this or any 
other aspect of the mom market, please contact your Parenting 
sales rep or Director of Strategic Insights, Cheryl Wilbur, at 
212.779.5264.
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Actionable insights on the mom market. Compliments of Parenting magazine.

At Parenting we’ve invested 
greatly in exploring and
understanding the mom
market. Our primary source
of insight is the Parenting
MomConnection panel, our
online consumer panel of
5,000 representative moms
(not just subscribers) who
consult with us on an
ongoing basis.
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